In developed countries, the demand for organic food has seen a significant increase in the past decade. However 
Introduction
During the previous decade, the global organic food market developed very quickly from a niche market to a broad market segment (Doorn, Verhoef, 2015) . The demand for organic food is growing at an increased rate, which has led to global sales of organic food and drink reaching 80 billion US dollars in 2014. In the same year, the per-capita consumption Numerous studies have focused on individual instruments of the marketing mix in the context of organic food. A certain number of them have dealt with the different aspects of the production mix, including attractive packaging and its role in the purchasing process (Hill, Lynchehaun, 2002; Essoussi, Zahaf, 2008) , knowledge of the labels of organic food and certification standards (Padel, Foster, 2005; Wier et al., 2008; Janssen, Hamm, 2011) and the product range (Govindasamy et al., 2006) . These findings indicate that packaging is an important means to distinguish organic from conventional food, but that it is still not attractive enough for most organic products. In addition, there is a smaller variety of organic products in comparison to conventional ones. Furthermore, the obtained data also confirm that consumers are manifesting a certain amount of confusion or lack of knowledge in terms of the certification process and organic labels. When it comes to price as the second instrument of the marketing mix, most studies dealt with the consumers' willingness to pay for organic products (Radman, While previous studies have dealt with the different aspects of marketing research for organic food, this study encompasses four basic marketing instruments, focusing on organic food consumers, while at the same time discovering the socio-demographic profile of these consumers. In this way, the current study provides opportune way for researchers as well as practitioners to get a complete overview of the most important factors which determine organic food consumption on the Serbian market. Understanding the critical factors which influence consumer behavior towards organic food is of vital importance for the implementation of successful marketing strategies, and consequently the quick development of the national organic food market.
Materials and methods

Sampling procedure and data collection technique
The research presented in this paper is based on the findings obtained from a quantitative study by means of a questionnaire. The target population was made up of the population of the Republic of Serbia, who can find themselves in the role of buyers or potential buyers of organic food. Due to financial and logistic obstacles, this study could not focus on all the subjects of the target population. As a result, the study was carried out on a convenience sample which included 212 participants of different socio-demographic characteristics ( Table 3. ). The sample from each city was approximately the same in proportion to number of inhabitants. The participants were selected from five regional centers: Belgrade = 104 respondents; Novi Sad = 31 respondent; Niš = 28 respondents; Kragujevac = 26 respondents;
and Novi Pazar = 23 respondents. In order to realize the aims of this study, we used a combination of an online interview and a personal interview. First, the questionnaire was prepared in electronic form and distributed to 350 previously selected e-mail addresses of inhabitants of the selected cities. The response rate of the on-line respondents was 43% and can be considered adequate and satisfactory. In the case of the remaining 63 respondents, the questionnaires were distributed in person, and the testing was conducted at various locations, starting from high schools, colleges to retail facilities. Approximately three weeks were needed for data collection, from May 8, 2014 until June 3, 2014.
Questionnaire design
The basic measuring instrument used in this study was a structured questionnaire which consisted of 21 questions organized into several groups. The first group of questions was meant to measure the level of knowledge and information that the respondents had about organic food, where the first question is a filter question which is used to single out a special group of informed respondents. This group also includes questions regarding awareness of the national organic label meant to determine the extent to which consumers recognize the labels on the products or whether they just purchase products randomly. At the same time, three labels were prepared: the first one is used for organic products which originate from the EU (Label 1), the second one is an imaginary label designed for the purpose of this research 
Data analysis
The collected data was processed using SPSS 21 (Statistical Program for Social Science) computer software. In processing the obtained data we used descriptive statistics and analytical statistic methods. Of the descriptive methods, relative values, central tendencies (means and modus) and standard deviations were noted. In order to study the statistical significance of the connection between categories of variables, the Chi-square test was used. The level of statistical significance was set at p<0,05.
Results and discussion
Information and knowledge about organic food
The deciding influence on the demand for organic food is knowledge of the concept of organic food. More information on the organic food market, which leads to greater consumer knowledge of organic food, has a positive effect on consumers' attitudes towards these products. It was proven that attitudes are the main predictor of intentions for purchasing organic food products (de Magistris . The findings confirm that in the studied countries (Serbia, Thailand, Macedonia, Spain) more than half of the consumers could not recognize the national organic label or the EU label. Padel and Foster (2005) indicate that most of the respondents from the market of Great Britain are uncertain about the issues regarding inspection and certification and are clearly uninformed or confused about the labeling. The main source of confusion on the labeling of organic food is connected to the existence of a wide variety of competing products marked "safe food", "healthy food", "pesticide free", "chemical free" and "high quality food". The difficulties in distinguishing between them can be connected to the fact that most supermarkets on their shelves still do not make a proper and clear distinction between health food and organic food (Roitner-Schobesberger et al., 2008). This leads to consumers considering the terms organic food and health food to be more or less synonymous (Lockie, 2006 ; Gifford, Bernard, 2011). 
Graph 2. Recognition of the national organic label by the consumers
Source: The data which the author obtained in his own field work Even if the consumers are able to recognize the organic label, this does not mean that they have detailed information on the production process, certification and control. This was confirmed in this study, according to which only 10.8% of the respondents recognized the correct definition of organic food, defining it as food produced using techniques defined by the Law on Organic production ( Table 6. ).The results of the Chi-square test indicate a statistically significant connection between gender and the definition given of the concept of organic food (χ2=13.743; df=5; p=0.017).Namely, of the respondents who correctly defined organic food most were female (72.7%). Source: The data which the author obtained in his own field work
Buying behavior
The development and improvement of a marketing strategy requires detailed information on the habits of consumers and their decision-making process regarding purchasing organic food. Of the overall number of informed respondents, 85.7% have indicated that they purchase organic food, while 14.4% had never purchased these products. 6 The obtained results indicate that during the previous few years the demand for organic food has undergone an increase on the national market, considering that according to previous studies 46-48% of the participants could not be considered buyers of organic food (Vlahović et al., 2010 , Vlahović et al., 2011 . When it comes to purchasing frequency, it was determined that the greatest number of respondents (45.3%) occasionally purchase OF, while only the smallest number are regular consumers of these products (13.8%). This is in accordance with other studies which determined that the proportion of consumers purchasing organic food on a regular basis is low, while the greatest number of respondents only occasionally purchase organic products (Grunert, 1993 • Between the level of education and the purchasing frequency of organic food (χ2= 10.537; df=3; p=0.015)
•
Between occupation and purchasing frequency of organic food (χ2= 4.166; df=1; p= 0.041)
Between the monthly net household income and purchasing frequency of organic food (χ2= 4.508¸df= 1; p= 0.034)
The abovementioned results reveal that respondents with a community college education or higher, respondents whose monthly net household income exceeds 100,000 RSD . Unlike in the case of socio-demographic variables, no statistically significant connection was established between the level of information and knowledge about organic food and the purchasing frequency of these products. This means that knowledge of the methods of organic production and awareness of the organic labels do not necessarily correspond purchase.
Fresh vegetables were the type of food that the respondents claim to purchase most often (55.7%), followed by milk and dairy products (52.3%) and honey (40.2%) (Graph 3.).These results partly coincide with the results of previous studies, according to which the most frequently purchased categories of organic food include fruit and vegetables (Chinnici et . Based on our results, packaging does not represent an important factor when purchasing organic food, considering that 62.6% of consumers do not take into consideration packaging design when purchasing these types of products. 7 With the aim of proving the existence of a statistically significant relation between the aforementioned variables, we reduced the number of categorical variables, which confirmed in the basic hypothesis on the minimal theoretical frequency of any cell. 8 The dinar is the currency of Serbia.
Graph 3. Most frequently bought organic products (in %)
Source: The data which the author obtained in his own field work Note: respondents were given the option of selecting more than one response This study has shown that organic products is mostly purchased in supermarkets and hypermarkets (40.8%) ( Table 7. ). The finding that supermarkets are the dominant place for purchasing organic products is supported by numerous studies (Lockie et The results of the Chi-square test indicate the influence of the type of food being purchased on the choice of purchasing place. The test results indicate that there is a statistically significant connection between:
• Purchasing fresh vegetables and the place of the purchase (χ2= 18.260; df= 6; p= 0.006)
• Purchasing milk and dairy products and the place of the purchase (χ2= 13.771; df= 6; p= 0.032) Namely, the greatest percentage of respondents buy fresh vegetables in supermarkets (33%) and green markets (22.7%), while they purchase milk and dairy products most often in supermarkets (40.7%).
By analyzing the source of the information, it was determined that the greatest percentage of consumers obtained information on organic products on the internet (42.5%) (Graph 4.). These results are in agreement with the results of studies of Greek consumers, most of whom stated that they obtained information on agricultural-food products on the internet (Baourakis et al., 2002) . Contrary to that, Pellegrini and Farinello (2009) found that the internet is the least credible source of information on organic products, while consumers rely most on information contained in the product labels, followed by the information which they obtain at the location where they purchased the product, or the information they receive from their friends.
Graph 4. Ranking the source of information on organic products according to importance
Source: The data which the author obtained in his own field work
Willingness to pay for organic food
Most of the consumers in Serbia (89.1%) show a willingness to pay a higher price for organic food in comparison to the same types of conventionally produced food (Vehapi, 2015 
Conclusion
Based on the quantitative study carried out in Serbia, it can be concluded that consumer awareness and knowledge regarding organic food are still at a low level. Even among more aware and interested individuals, only a small percentage of them purchase organic food regularly, which means that there is gap between preferences and their actual buying behavior. With the aim of increasing knowledge and awareness about organic food and their benefits, consumer education must become the primary task of organic producers. Considering that it is proven that socio-demographic variables are an important determinant of the purchasing frequency of organic food, the food industry in Serbia can increase its sales by targeting certain segments of consumers. Marketing should be focused on consumers with a greater income, higher education and consumers who work in education, health and the public sector.
The expressed consumer preferences towards certain product categories require the adjustment of the range of organic products available on the national market in terms of greater production of vegetables, milk and dairy products. The studied willingness of consumers to pay for organic food suggests that the strategy of lower prices could be an important means of attracting new buyers and converting occasional into regular consumers. In the long run, more subventions should be allocated to organic producers, which would increase the extent of the offer and consequently cause prices to go down.
In combining instruments of the marketing mix, enough attention should be aimed at selecting the proper marketing channels, as well as the means and ways of marketing communication. Consumers on both the national and global market indicate a shift in their choice of purchase place from small-scale outlets to large-scale corporate retailers. Thus, the placement of organic products through large-scale food retailers, such as supermarkets and hypermarkets, represents an effective distribution strategy. In communication with the end user, producers and traders should focus on using the word of mouth, different advertising tools, and especially the internet, considering that these are the most important sources of information on organic food.
